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Abstract

The purpose of this independent study was to study the difference of consumer attitude
towards the marketing mix of Suprederm International Co. Ltd. and Amway (Thailand) Co. Ltd.
and also to study the consumer problems and the difference of the problems towards the
marketing mix of Suprederm Intemnational Co. Ltd. and Amway (Thailand) Co. Ltd.

A set of questionaires was ueed to collect data from 200 sampies selected from
population who had used Suprederm and Amway products in Municipal Chaing Mai, Chaing
Mai Province by Snowball sampling.’ The data obtained were analyzed by frequency,
percentage, mean, paired different test and Chi-Square test.

Results of the study indicated that the respondents believed that there were difference
between Amway {(Thailand) Co. Ltd. and Suprederm International Co. Ltd. on product sub-
factor, price sub-factor and promotion sub-factor. Respondents were more satisfied with prdduct
sub-factor, distribution sub-factor and promotion sub-factor of Amway (Thailand) Co. Ltd. than -
those of Suprederm International Co. Ltd.. In adition respondents were more satisfied with the

.overall brand of Amway than that of Suprederm. The number of respondents who would

definitely buy and might buy Amway products were higher than that of Suprederm products. -



The hypothesis test resulis showed that the respondents attitude towards the marketing
mix factors of Suprederm International Co. Ltd. were different from Amway (Thailand) Co.Ltd.

The top 5 marketing mix problems of Suprederm Intemationai.Co. Ltd. were lacking in
sale promotions, advertising, public relations, unattractive demonstration and there were no
follow up from distributor. '

The top 5 marketing mix problems of Amway (Thailand) Co. Ltd. were lacking in sale
promotions, no credif graﬁted, no price standards , lacking of public relation and lacking of -
advertising .

The hypothesis test results showed that the respondent problems towards the marketing
mix factors of Suprederm Intefnational Co. Ltd. were different from Amway (Thailand) Co. Ltd.

The study found that respondents had more problems on product factor, distribution
factor and promotion factor from Suprederm International Co.Ltd. than those of Amway
(Thailand) Co. Ltd. , but for the price factor , respondents had more problem on Amway
(Thailand) Co, Ltd. than that of Suprederm International Co. Ltd.



